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I. EXECUTIVE SUMMARY
The following is a summary of the main findings of the above
research:
1. Visitation to Spain
For Americans, Spain is a relatively unvisited destination.
Close to three fourths of American overseas travelers have never
visited Spain. Of those who visited, three fourths visited Spain
for vacation purposes. Two thirds of American visitors did not
use tour packages.
2. Interest in visiting Spain Cin the next three years)
The interest in visitinq Spain is hiqh.
Sixty two percent of sampled overseas travelers expressed an
interest in visiting Spain in the next three years. Assuming a 4%
national rate of participation in overseas travel among the 215
million of American adults, the total number of potential
interested travelers to Spain is 5.3 million Americans.
Of those who are not interested in visiting Spain, the major
reasons are: desire to see other countries first, negative
opinions about Spain, perception of Spain being an expensive
destination, and lack of information about Spain.
3. Perceptions of Spain
For the most part, the perceptions of Spain are very positive.
A. Distance and Cost
The perceived flying time and airfare between New York and
Madrid is relatively accurate. (mean= 7.9 hours, and $808
respectively).
B. Images of Spain

*
*
*
*
*
*
*
*
*

Sunny destination
Beautiful architecture
Not boring
Beautiful beaches
Different foods
Spaniards are honest people
Interesting cities
Safe place to visit
Great shopping bargains
1

*
*
*
*
*
*
*
*

*
*

Great night-life, food & entertainment
Modern roads
Similar to Latin America (mildly)
Inundated with European tourists
Modern hotels
Spaniards are hospitable to tourists
Not an out-of-the-way destination for Americans
English is not widely spoken
Many historical sites
Americans are not disliked in Spain

4. Advertising Awareness
Spanish Advertising awareness is relatively low among overseas
travelers.
Close to fifty percent of overseas travelers have rarely or ever,
seen Spanish tourism advertising. Of those who have seen Spanish
advertising, Newspapers (52%) and Magazines (32%) were mentioned
the most, followed by TV (12%) and Brochures (9%).
5.Magazines Read by Overseas Travelers
Time, Newsweek, Travel and Leisure, Business week , New York
Magazine and Fortune are the most read magazines by overseas
travelers.
6. Likelihood to Visit Spain in the Next Three Years
The expressed likelihood to visit Spain in the next three years is
relatively high, especially in combination with other countries.
Thirty five percent of the polled travelers stated that they will
probably or definitely visit Spain in the next three years.
More than three fourths prefer to do in a combined trip with
other countries.
7. Profile of the Potential Traveler to Spain
Potential travel to Spain can be predicted by a set of
behavioral, attitudinal, demographic and readership
characteristics of overseas travelers.
Potential traveler is defined as an overseas traveler who either
traveled to Spain in the past, is interested in travel to Spain
or is likely to travel to Spain in the next three years.
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The following characteristics were found to be related to potential
travel to Spain:
Behavioral and Attitudinal Characteristics

Potential travelers to Spain tend to have the following
behavioral & attitudinal characteristics:

*
*
*
*
*
*
*
*
*
*
*
*
*
*
*
*

Have heard or seen Spanish travel advertising
Have travailed significantly overseas in the last five
years
Perceive Spain as a night-time & entertainment destination
Do not perceive Spain to be a boring place to visit
Are interested in Spain's cities
Travel to enjoy new cultures and new ways of living
Like to mix with local people and experience local culture
Believe that Spanish people are hospitable to tourists
Believe that Spanish people do not dislike Americans
Do not believe that vacationing in Spain is like
vacationing in Mexico
Think that Spain has beautiful architecture
Think that Spain has many historical sites to visit
Perceive Spain to be a safe place to visit
Enjoy traveling to historical places
Go on foreign vacations to all countries, not just those
that are friendly to the U.S.A.
Prefer to go on individual overseas vacation trips rather
than organized trips

Demographic Characteristics

Potential travelers to Spain tend to have the following
demographic characteristics:

*
*
*
*
*

Males (more than females)
Speak Spanish as a second language
Are single or divorced (more than married or widowed)
The destination chooser is male or children (more
than females)
Reside in: New York City, Los Angeles, Miami, SanFrancisco
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Readership and Travel Information

Potential travelers to Spain tend to have the following
readership and travel information characteristics:

*
*
*
*
*
*

Do not use Travel Agents for overseas travel information
Use newspaper articles, travel guide books and previous
experience for overseas travel information
Have seen TV commercials on travel to Spain
Have seen newspaper, magazine, and billboard advertising on
travel to Spain
Have seen brochures and direct-mail on travel to Spain
Read the following magazines regularly: Fortune, Time,
Travel & Leisure

4

I. INTRODUCTION
The main objective of this proposed research was to provide
the Spanish National Tourist Office with an accurate estimate of the
potential U.S. residents market for the Spanish . Tourist Product.
First, the study explored the attitudes, perceptions and
preferences of U.S. residents who have a high propensity to
travel to foreign destinations. Second, the study identified the
perceptions and attitudes of these travelers towards Spain, and
analyze their potential of becoming future travelers to Spain.
Third, the study also identified the specific geographic and
demographic segments of the market which had the highest
potential of becoming travelers to Spain, and suggested
appropriate promotional campaigns to attract them.

Research Objectives

The specific research objectives of this survey included the
following:
1. Obtain a demographic profile of the existing and
potential American vacation travelers to foreign destinations.
2. Identify the vacation travel behavior of past and potential
American vacation travelers to foreign destinations.
3. Determine the sources used in the vacation planning process
and the factors influencing the decision to choose a particular
foreign destination.
4. Analyze the familiarity of travelers with Spain as a vacation
destination.
5. Measure the perception of Spain as a foreign vacation
destination.
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6. Estimate the level of interest in visiting Spain among
American vacation travelers.
7. Evaluate the potential of printed media as a promotional tool
for promoting the Spanish tourist product.
8. Determine which segments of the market have the highest
potential of becoming potential travelers to Spain.
METHODOLOGY:

A. Instrument
The

study was conducted in two phases:

groups of U.S. residents who traveled to
were

first,

foreign

three

focus

destinations,

held in Princeton, New Jersey, Houston, Texas and

Chicago,

Illinois on March 31, April 6, and April 7, 1988, respectively.
The purpose of the focus group sessions was to identify the
main

subject

matters that were of importance to

foreign destination.
the

travelers

to

In particular, the discussions focused on

image of Spain as a vacation destination and

the

variables

that influence the choice of Spain for vacationing.
The methodology used was to start each discussion by
introducing broad issues of vacation travel, traveling to
foreign destinations, and incrementally narrow down to a full
discussion of the Spanish Tourist Product.
Each of the focus groups consisted of 10-12 participants
representing different age groups and an array of ethnic,
educational, occupational, and economic backgrounds.
The groups consisted of equal representation of males and
females. All focus group members had visited at least one foreign
destination (excluding Mexico and Canada) in the past five years.
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In the second phase, a telephone questionnaire was developed
based on the findings of the focus groups and the methodology
developed by the Dick Pope Sr. Institute.

The questionnaire was

translated into Spanish to cater for the Spanish speaking
population of the sample.
B. Sampling
Telephone interviews were conducted among a representative
sample of U.S. residents who reside in geographical areas that
have the highest propensity to travel to overseas destinations.
The selection of these areas was based on data collected by the
United States Tourism and Travel Administration 1988 "Inflight
Survey Outbound."
To achieve a net sample of 2001 respondents residing in 16
Standard Metropolitan Statistical Areas (SMSA) in ten states,
45,000 telephone calls were made. Out of these, 18,900 were
business phones or disconnected numbers, and 23,229 were
disqualified respondents (did not take an overseas trip in the
last five years), leaving a net of 2,871 eligible. The remaining
871 calls were refusals or call-backs, making the net response
rate 69.7%.
The number of interviews completed in each SMSA was
proportional to the number of residents in each of these
clusters.
Table 1 summarizes the number and proportion of interviews
conducted in each of the SMSA's.

7

Table 1:
METROPOLITAN STATISTICAL AREAS IN WHICH INTERVIEWS WERE CONDUCTED

MSA

Number of interviews

%

New York, N.Y.

435

21.9

Newark, N.J.

108

5.4

Middlesex/Somerset, N.J.

66

3.3

Monmouth/Ocean, N.J.

67

3.3

Hartford, Ct.

43

2.2

197

9.9

Atlanta, Ga.

87

4.4

Tampa, Fl.

77

3.9

Miami, Fl.

97

4.9

Ft. Worth/Arlington, Tx.

30

1. 5

Dallas, Tx.

79

4.0

Houston, Tx.

89

4.5

Chicago, Ill.

200

10.0

Los Angeles, Ca.

258

13.0

74

3.7

Boston, Ma.

San Francisco, Ca.
Seattle, Wa.
Sub Total
Missing Values
TOTAL

74

----1981
20

------2001

8

3.7

----100%

Interviews were conducted with male or female heads of
households during a period of 12 days (May 9-18, 1988)
between 5:00 pm - 9:00 pm.

C. Data Analysis
The 64 item questionnaire was designed to be completed
within twelve minutes. In reality interviews lasted between 2
and 34 minutes with an average length of 11 minutes.
Completed questionnaires were coded and the data was analyzed
by using the main-frame computer at the University of Central
Florida.

Frequency distributions were generated for all

questions. In addition, multiple regressions, analyses of
variance and cross-tabulations were performed for the variables
predicting intention and interest in visiting Spain.

The results

are shown in the Findings section of the report.
D. Limitations
Several limitations in the research methodology are noted
here.

The practice of interviewing only willing respondents may

create problems of representation.
over

Since there was no control

who participated in the study the results could

have

been

biased by either favorable or unfavorable participants.
In addition, respondents were generally aware that their
opinions were being sought by a nationwide research institution
sponsored by a foreign government and consequently, they may have
been less likely to express dissatisfaction with various aspects
of the Spanish tourism product.
9

Finally,

the interviewing occurred during a period when the

U.S. dollar was relatively weak compared to many European
currencies.

This, might have affected responses to some of the

questions and should be noted when comparing the present data to
past or future data.
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IV. FINDINGS
A. Demographic Profile of the U.S. Adult Overseas Vacationer
The sample consisted of 41.5% males and 58.5% females.

The

majority of the respondents were married (about 60%), had a
college degree (about 62%), and their median age was between 40

& 49.

Most of them had no children under 18 living in their

household (71.3%).

Those respondents who had children living

with them reported an average of two children (Tables 2-4).
The

U.S. adult overseas vacationer was found to be

affluent

with a mean 1987 annual income and standard deviation of $4050, 000 and $10-20,000, respectively.
income was also $40-50,000 (Table 5).

The median 1987 annual
About two-thirds of the

respondents spoke a foreign language mainly Spanish, followed by
French and German (Table 6).
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Table 2:
MARITAL STATUS OF THE RESPONDENT
Marital Status

%

1. Single

24.8

2. Married

59.7

3. Divorced/Separated
4. Widowed

8.4
7.1

-----100.0

Table 3:
HIGHEST LEVEL OF EDUCATION COMPLETED
School
1. Grade School

2. Some high School

%

.8
3.8

3. High School Diploma

33.5

4. College Degree

44.7

5. Advanced Degree

17.4

-----100.0

Median: 4.0 - College degree
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Table 4:
AGE OF THE RESPONDENT
Age

%

1. 18-29

23.2

2. 30-39

24.7

3. 40-49

20.3

4. 50-59

13.4

5. 60-69

12.3

6. 70 and over

6.1

-----100.0

Median: 40-49
Table 5:
INCOME LEVEL IN 1987
Income

%

--------------------------------1. Under $10,000
2.9
2. $10-20,000

9.8

3. $20-30,000

18.l

4

$30-40,000

18.0

5. $40-50,000

13.8

6. $50-60,000

11.1

7. $60-70,000

5.7

8. Over $70,000

20.6

-----100.0

Mean:
$40,000-$50,000
Standard Deviation: $40,000-$50,000
Median:

5.0
13

Table 6:
LANGUAGES SPOKEN BESIDES ENGLISH

*

Languages spoken

%

1. Spanish

33.4
22.2

2. French
3. German
4. Italian
5. Chinese
6. Japanese
7. Other
8. None

*

11.4

7.4
2.1
1.8

16.0
36.0

Percentages exceed 100% due to multiple responses.

B. Foreign Vacation Travel Behavior
On the average, the respondents took 2.9 trips to overseas
destination in the past five years (Table 7).

They preferred to

take their overseas trip in the summer (35.4%), however almost
one-fifth of the respondents (19.7%) took their overseas trip in
any season (Table 8).
The majority of the respondents preferred to take individual
trips rather than organized tours (71.1% and 18.4%,
respectively).

This findings is consistent with previous studies

that showed lower propensity of U.S. residents to take organized
tours (Table 9).

14

Table 7:
NUMBER OF OVERSEAS TRIPS TAKEN IN THE PAST FIVE YEARS
Number of trips

%

1

41.0

2

23.3

3

13.8

4

5.8

5

7.2

6

2.3

7

1. 2

8

.6

9

.2
2.4

10

2.2

Over 10 trips

-----

100.0

Mean:
2.9
Standard Deviation: 4.0
Median:
2.0

Table 8:
SEASON FOREIGN VACATION TRIP WAS TAKEN
Season
1.
2.
3.
4.
5.

Winter
Spring
Summer
Fall
Any season

%

14.2
17.9

35.4
12.8
19.7

100.0
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Table 9:

-

PREFERENCE OF ORGANIZED VS. INDIVIDUAL TRIP
Type of Trip

%

1. Organized

18.4

2. Individual

71.1

3. Both

10.5
100.0

C. Travel Information and Decision Making
When asked about planning the details of their overseas
vacation, the majority of the respondents said that they use
travel agencies (61%) as their major source of information.
Other important sources of information included friends and
relatives, travel guide books, and newspaper articles.

Radio and

TV advertising were mostly not used as an information source
(Table 10).
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Table 10:
SOURCES USUALLY USED FOR TRAVEL INFORMATION
Sources used

%

*

1. Travel Agency

61.0

2. Friends and relatives

26.2

3. Travel guide books

11.9

4. Brochures of destinations

11.1

5. Newspaper articles

9.6

6. Airline

8.6

7. Magazine articles

7.7

8. Previous experience at the destination

6.4

9. Travel club (like AAA, Allstate)

6.2

10. Newspaper advertising

3.4

11. Magazine advertising

3.1

12. Tour operator

1. 6

13. TV advertising

0.7

14. Radio advertising

0.3

15. Other

*

11.2

Percentages exceed 100% due to multiple responses.

In over a third of the households both spouses decided where
to go on vacation (34.8%). However, in many households the female
was dominant in choosing the vacation destination (32.6%) compared
to a small proportion of households where the male was the major
decision maker of the vacation destination (24.7%).
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It is important to note that the role of children was
insignificant with regard to destination choice.

In less than

one-tenth of the households (7.4%), all family members
participated in the destination selection decision.

(Table 11).

Table 11:
FAMILY MEMBER THAT CHOOSES THE VACATION DESTINATION
Family member

%

1. Male

24.7

2. Female

32.6

3. Children

.5

4. Male and female equally
5. All equally.

34.8
7.4

-----100.0

D. Foreign Vacation Behavior
Respondents were asked to express their opinion regarding a
16-statement description of their foreign travel behavior.

A

five-point scale was used to evaluate these statements where "1"
represented total disagreement with the statement and "5"
represented total agreement.

Overall means and standard

deviations were computed for each of the statements that are
summarized in Table 12.
In general, the respondents liked to return to a destination
where they had a good time, liked to mix with the local people
and experience local customs, and thought that one of the best

18

parts of traveling was to visit new cultures and a new way of
living.

A good value for money was also an important aspect of

foreign vacation coupled with accommodation and restaurants.
Less important aspects of foreign vacations included
vacationing in big cities and nightlife activities {Table 13).
E. Magazine Readership
The highest exposure to the top 20 U.S. magazines that
advertise travel was to Time (31.2%), Newsweek {17.7%), Travel
and Leisure (8.0%), and Business Week (5.7%)
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{Table 12).

Table 12:
MAGAZINES READ REGULARLY
(TOP TWENTY MAGAZINES IN THE USA THAT ADVERTISE TRAVEL)
Magazine

%

1. Time

31.2

2. Newsweek

17.7

3. Travel and Leisure

8.0

4. Business Week

5.7

5. New York

4.7

6. New Yorker

3.8

7. Fortune

3.0

8. Forbes

2.9

9. Gourmet

2.0

10. Travel Holiday

1. 7

11. Sunset

1. 6

12. Southern living

1.4

13. Golf Digest

1.1

14. Los Angeles Magazine

0.9

15. Texas Monthly

0.9

16. Ski

0.6

17. Signature

0.3

18. Skin Diver

0.3

19. Bride's Magazine

0.2

20. Modern Bride

0.2

15. Texas Monthly

0.9
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AGREEMENT/DISAGREEMENT WITH VACATION TRAVEL STATEMENTS
Statement

Mean

S.D

1. I would return to a destination where I
had good time.

4.2

0.7

2. I always like to mix with the local
people and experience the local customs.

4.1

0.8

3. One of the best parts of traveling is to
visit new cultures and new ways of living.

4.1

4. The most important thing to me when I go
on vacation is to get a good value for money.

4.1

0.9

5. Accommodations and good restaurants are
important to the success of any vacation trip.

4.1

0.9

6. I enjoy traveling to historical places.

0.8

4.0

0.8

7. I would go on foreign vacations only to
countries that are friendly to the U.S.A.

3.8

1.2

8. I like to go on vacation to places where
there are a lot of activities to do.

3.6

1.0

9. Crossing an international border is
exciting.

3.5

1.0

10. I like to vacation destinations
where there are beaches.

3.5

1.2

11. Every vacation destination should have
shopping facilities.

3.4

1.1

12. I take pride in traveling to places
where my friends have never been.

3.2

1.0

13. The nicest vacation is one where I can
just relax and do nothing.

3.1

1.2

14. Children are important when deciding
where to go on vacation.

3.0

1.2

15. The best vacations are those that have a
lot of nightlife.

2.7

1.0

16. On vacations, big cities are more fun
than places tucked away from metropolitan areas.

2.4

1.0

Key:
strongly
disagree
neither agree
agree
strongly
disagree
nor disagree
agree
1------------2------------3------------4-------------5
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The majority of the respondents (73.5%) had never visited
Spain.

Of those respondents who visited Spain, the majority went

there on vacation (74.2%), followed by visiting friends and
relatives (8.1%) and Business ·(6.2%)

(Table 14).

A large proportion of previous visitors to Spain went there
on a package tour (38.5%) compared to the average overseas
package tour usage of 18.4% mentioned earlier in this report.
Table 14:
MAIN VISIT OF RECENT SPAIN VISIT

%

Purpose
1. Vacation.

74.2

2. Visiting friends and relatives.

8.1

3. Business.

6.2

4. study/Formal schooling.

2.4

5. Personal affairs.

2.1

6. Attend convention.

1.1

7. Other

6.0
100.0
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The majority of the respondent (61.3%) were interested in
going to Spain within the next three years (Table 15).
Those respondents who did not show interest in going to Spain
(not interested at all" and "not too interested") were asked for
their reasons for not being interested.

A large proportion of

the respondents said that they would like see other countries
first (36.1%) and that they had negative opinions about Spain
(16.0%).

These findings are consisted with the focus groups

conclusion that Spain was not a priority destination among
travelers to European countries (Table 16).
It is important to note that 12.8% of the respondents had
been to Spain but did not consider a repeat v{sit (Table 16).

Table 15:
LEVEL OF INTEREST IN GOING TO SPAIN WITHIN THE NEXT THREE YEARS
Level of interest
1.

%

19.2

Not interested at all.

2. Not too interested.

19.6

3. Fairly interested.

36.9
24.4

4. Very interested.

-----100.0

Mean: 2.7
Standard Deviation: 1.0
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Table 16:
REASONS FOR LACK OF INTEREST IN VISITING SPAIN

*

Reason

%

1. Desire to see other countries

36.1

2. Negative opinions about Spain

16.0

3. Already been to Spain

12.8

4. Too expensive

8.0

5. Lack of Information

7.6

6. Desire to see the USA first

6.4

7. Shortage of time

3.1

8. Difficulties (customs, passport)

1.2

9. Other

28.l

*

Percentages exceed 100% due to multiple responses.

G. Perceived Distance and Airfare to Spain
Respondents were asked to estimate the length of flight
between New York and Spain.

The estimated length of flight

ranged between 2 and 72 hours with a mean of 7.9 hours and a
standard deviation of 3.6 hours.

The estimated median length of

flight between New York and Spain was 7 hours.
The respondents also estimated the round-trip airfare between
New York and Spain.

The estimated airfare ranged between $100 &

$7,800 with a mean estimated airfare of $808 and a standard
deviation of $586.

The median airfare between New York and Spain

was estimated at $700.
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H. Perceptions of Spain as a Vacation Destination
Respondents were asked to express their opinion regarding a
22-statement description of Spain as a vacation destination. A
five-point scale was used to evaluate these statements where "1"
represented total disagreement with the statement and "5"
represented total agreement.

Overall means and standard

deviations were computed for each of the statements that are
summarized in Table 17.
Respondents perceived Spain as a destination with many
historical sites to visit, and a sunny destination.

Respondents

also thought the Spain's cities provide an interesting vacation
experience coupled with its beautiful architecture.

Spain was

also perceived as a destination that offers a variety of
nightlife activities.
Respondents did not agree, however, that Spanish people are
dishonest, that Spain is a boring place to visit, that Spanish
people do not like Americans, that there are no modern roads in
Spain, and that compared to other European countries, Spain is
not a safe place to visit (Table 17).
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Table 17:
PERCEPTIONS OF SPAIN AS A VACATION DESTINATION
Mean

Std
Dev

1. Spain has a lot of historical sites
to visit.

4.1

0.5

2. Spain is a sunny destination.

4.0

0.6

3. Spain's cities provide a very
interesting vacation experience.

4.0

0.6

4. Spain is a place where you can
enjoy night life, good restaurants,
dancing, and entertainment.

4.0

0.6

5. Spain is famous for its beautiful
architecture.

4.0

0.7

6. Spain has beautiful beaches.

3.9

0.7

7. Spanish people are hospitable toward
tourists.

3.8

0.7

8. The food in Spain is very different
from the food in the U.S.A.

3.8

0.8

9. Spain offers great shopping bargains.

3.7

0.8

10. Spain is inundated (flooded) by
European tourists.

3.4

0.9

11.Spain is a poor country with a lot of
poverty.

2.9

1. 0

12. Spain is very similar to Latin America.

2.8

1. 0

13. Most people in Spain speak English.

2.7

1. 0

14. Spain is an "out-of-the way"
destination for American tourists who
travel to Europe.

2.6

1. 0

15. Spanish hotels are not as modern and
comfortable as hotels in other European
countries.

2.5

0.9

16. The U.S. dollar doesn't buy much
in Spain.

2.5

1. 0

Statement

-
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Table 17 (continued):
PERCEPTION OF SPAIN AS A VACATION DESTINATION
Statement

Mean

Std
Dev

17. Vacationing in Spain is like vacationing
in Mexico.

2.5

1. 0

18. Compared to other European
countries, Spain is not a safe
place to visit.

2.3

0.8

19. There are hardly any modern roads in
Spain.

2.2

0.8

20. Spanish people do not like Americans.

2.2

0.8

21. Spain is a boring place to visit.

2.1

0.9

22. Spanish people are dishonest.

1.9

0.8

Key:
strongly
disagree

disagree

neither agree
nor disagree

agree

strongly
agree

1------------2------------3------------4-------------5

I. Exposure to Travel Advertising about Spain
The study found that 43% of the respondents were rarely or
ever exposed to travel advertising about Spain (Table 18).

Of

those respondents who saw or heard advertising about Spain, 60.4%
read about Spain in newspapers and 38.1% read about Spain in
magazines.

Only a small proportion of the respondents were

exposed to TV advertising (13.8%), brochures (10.5%), direct mail
marketing (4.8%) radio (2.8%), or billboards (2.1%)
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(Table 19).

Table 18:
EXPOSURE TO TRAVEL ADVERTISING ABOUT SPAIN
%
1. Never

14.9

2. Rarely

29.1

3. Occasionally

40.2

4. Often

15.8

-----100.0

Table 19:
MEDIUM THROUGH WHICH SPANISH TRAVEL ADVERTISING WAS SEEN OR HEARD
Advertising medium

*

%

1. Newspapers

60.4

2. Magazines

38.1

3. TV

13.8

4. Brochures

10.5

5. Direct mail marketing
(charge cards, travel clubs)

4.8

6. Radio

2.8

7. Billboards

2.1

8. Other

*

15.8

Percentages exceed 100% due to multiple responses.
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J. Future Intentions to Visit Spain
Although the majority of the respondents (64.7%) said that
they will probably or definitely not visit Spain in the next
three years the remainder 35.3% expressed a likelihood to visit
Spain. This proportion translates into a significant number of
potential visitors to Spain, given the relatively large
population base of American overseas travelers.
Most of the respondents (78.9%) said that if they would go to
Spain at all, they would prefer to go on a combination trip with
other countries.

Table 20:
LIKELIHOOD TO VISIT SPAIN IN THE NEXT THREE YEARS
Likelihood

%

4. Definitely will

7.8

3. Probably will

27.6

2. Probably will not

41.5

1. Definitely will not

23.2

-----100.0

Mean:
2.2
Standard Deviation: 0.9
Median:

2.0
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K. Predictors of Potential Travel to Spain
One of the main research objectives of this study was to
determine which segments of the American travel market have the
highest potential of becoming potential travelers to Spain.
Potential travel to Spain was defined as a past visit to
Spain, an interest in travel to Spain or intention to travel to
Spain in the next three years. To accomplish this we tested the
relationship between a set of behavioral, attitudinal,
demographic and readership characteristics and potential to
travel to Spain. Following a set of statistical techniques
involving multiple regressions, correlations, analyses of
variance and "t" tests the following findings are reported.

1. Attitudinal Factors
Table 21 summarizes the attitudinal factors that were found to
be correlated to "potential to travel to Spain". Only those
correlations that were greater than 0.11 are reported.
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Table 21:
CORRELATION BETWEEN BEHAVIORAL AND ATTITUDINAL VARIABLES AND
POTENTIAL TRAVEL TO SPAIN
Correlation
coefficient
1. "How often do you see, hear, or read advertising
about travel to Spain?"

0.22

2. "How many overseas trip (outside north America)
did you take in the past five years?"

0.21

3. "Spain is a place where you can enjoy night life,
good restaurants, dancing, and entertainment."

0.20

4. "Spain is a boring place to visit."

-0.20

5. "Spain's cities provide a very interesting
vacation experience."

0.19

6. "One of the best parts of traveling is to
new cultures and new ways of living."

0.17

7. "I always like to mix with the local people
and experience the local customs."

0.15

8. "Spanish people are hospitable toward tourists."

0.15

9. "Spanish people do not like Americans."

-0.15

10. "Vacationing in Spain is like vacationing
in Mexico."

-0.14

11. "Spain is famous for its beautiful architecture.''

0.14

12. "Spain has a lot of historical sites to visit."

0.14

13. "Compared to other European cities, Spain is
not a safe place to visit.

-0.13

14. "I enjoy traveling to historical places."

0.12

15. "I would go on foreign vacations only to
countries that are friendly to the U.S.A."

-0.11
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The above table indicates that potential travelers to Spain
tend to have the following behavioral & attitudinal
characteristics:

*
*
*
*
*
*
*
*
*
*
*
*
*
*
*

Have heard or seen Spanish travel advertising
Have travailed significantly overseas in the last five
years
Perceive Spain as a night-time & entertainment destination
Do not perceive Spain to be a boring place to visit
Are interested in Spain's cities
Travel to enjoy new cultures and new ways of living
Like to mix with local people and experience local culture
Believe that Spanish people are hospitable to tourists
Believe that Spanish people do not dislike Americans
Do not believe that vacationing in Spain is like
vacationing in Mexico
Think that Spain has beautiful architecture
Think that Spain has many historical sites to visit
Perceive Spain to be a safe place to visit
Enjoy traveling to historical places
Go on foreign vacations to all countries, not just those
that are friendly to the U.S.A.

2. overseas Trip Arrangement

Those respondents who preferred to go overseas individually
were more interested in going to Spain (mean=2.67) than those
respondents who preferred to go on organized tours only
(mean=2.51).

Furthermore, those respondents who preferred to go

overseas individually, also expressed higher likelihood to go to
Spain in the next three years (mean=2.23) than those respondents
who prefer to go overseas on organized tours (mean=2.0).
Those respondents who preferred to visit Spain alone expressed
higher interest and likelihood to visit Spain in the next three
years (means 2.81 and 2.36, respectively) than respondents who
preferred to visit Spain with other countries (means 2.67 and
2.19, respectively).
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3. Demographic Characteristics

a. Males expressed higher likelihood to visit Spain in the next
three years (mean=2.14) than females (mean=2.14).
b. Respondents who spoke Spanish as a second language were more
interested to go to Spain, or had a higher likelihood to go to
Spain (mean = 2.93 and 2.40 respectively) than those who did not
speak Spanish (mean= 2.53 and 2.10 respectively).
c. Divorced or single respondents expressed higher likelihood to
visit Spain in the next three years (means 2.36 and 2.29,
respectively) than married and widowed respondents (means 2.15
and 2.10, respectively). Similarly, divorced or single
respondents expressed higher interest in going to Spain (means
2.86 and 2.83, respectively) than married and widowed respondents
(means 2.58 and 2.48, respectively).
d. Respondents in households where the male was the chief
travel destination selector expressed higher likelihood to

visit

Spain in the next three years (mean=2.36) than respondents in
households where the female was the chief travel
destination selector (mean=2.17) or male and female equally
(mean=2.14).

33

4. Place of Residence

Significant differences were found between respondents who
resided in different geographical areas of the United States.
Higher likelihood to visit Spain in the next three years was
expressed by residents of San Francisco (mean=2.54), Miami
(mean=2.5), Los Angeles (mean=2.4) and New York City (mean=2.3)
than by the residents of the remaining 12 SMSA's in our sample.
With regard to interest in going to Spain, residents of all
sixteen SMSA's in the sample had a relatively high interest (lowest
mean=2.41) but San Francisco (mean=2.93) and Los Angeles
(mean=2.88) had the highest •
Based on the above findings it is possible to infer that
potential travelers to Spain tend to have the following
demographic characteristics:

*
*
*
*

*
s.

Males (more than females)
Speak Spanish as a second language
Are single or divorced (more than married or widowed)
The destination chooser is male or children (more
than females)
Reside in: New York city, Los Angeles, Miami, SanFrancisco

Travel Information, Advertisinq, and Maqazine Readership

5.1 Sources of Travel Information
a. Potential travelers to Spain tended not to use

travel agents

for overseas travel information. More specifically, respondents
who do not use travel agents as a source of information for
overseas travel were more interested to go to Spain (mean=2.73)
than those who used travel agents as a source of information
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b. Respondents who used newspaper articles, travel guide books
and previous travel experience as a source of information for
overseas travel, were more interested to go to Spain (means:
2.83, 2.86, 2.93, respectively) than those who did not use
newspaper articles, travel guide books, and previous travel
experience as a source of information for overseas travel
(means: 2.64, 2.63, 2.64, respectively.)
5.2 Advertising
a. Respondents who saw TV advertising about Spain were more
interested to go to Spain (mean=2.78) than those who did not
(mean=2.64).
b. Respondents who saw newspaper advertising about Spain were
more interested to go to Spain (mean=2.75) those who did not
(mean=2.57).
c. Respondents who saw magazine advertising about Spain were
more interested to go to Spain (mean=2.79) those who did not
(mean=2.60).
d. Respondents who saw brochure advertising about Spain were
more interested to go to Spain (mean=2.88) those who did not
(mean=2.64).
e. Respondents who received direct mail advertising about Spain
were more interested to go to Spain (mean=2.98) those who did not
(mean=2.65).
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f. Respondents who saw billboard advertising about Spain were
more interested to go to Spain (mean=3.00) those who did not
(mean=2.65).
5.3 Magazine Readership
a. Respondents who read Fortune

regularly were more interested

to go to Spain (mean=2.96) than those who did not (mean=2.65).
In addition, they were also more likely to go to Spain
(mean=2.64) than those respondents who did not read Fortune
regularly (mean=2.18).
b. Respondents who read Time regularly were more interested in
going to Spain (mean=2.74) than those who did not (mean=2.63).
c. Finally, respondents who read Travel and Leisure regularly
were more interested in going to Spain (mean=2.81) than those who
did not (mean=2.65).
Based on the above findings it is possible to infer that
potential travelers to Spain tend to have the following
readership and travel information characteristics:

*
*
*
*
*
*

Do not use Travel Agents for overseas travel information
Use newspaper articles, travel guide books and previous
experience for overseas travel information
Have seen TV commercials on travel to Spain
Have seen newspaper, magazine, and billboard advertising on
travel to Spain
Have seen brochures and direct-mail on travel to Spain
Read the following magazines regularly: Fortune, Time,
Travel & Leisure
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V. RECOMMENDATIONS

The findings described in the above study lead us to suggest
the following recommendations:
1. Increase the level of Spanish tourism awareness by increasing
significantly the level of advertising and publicity in the
American market.
2. Promote Spain as a : cultural, historic, urban, and vibrant
destination, not a sunny rest-and relax destination.
3. Increase the psychological distance between Spain and Latin
America.
4. Emphasize the hospitability and friendliness of the Spanish
people towards tourists in general and Americans in particular.
5. Educate tourists as to the availability of English
speaking tourism employees.
6. Create selected advertising messages that appeal to males.
7. Advertise intensively in the print media rather than in the
electronic media. More specifically, advertise in major
Metropolitan Statistical Areas newspapers, and in national
magazines such as Fortune, Time, Travel & Leisure, etc.
8. Initiate an experimental marketing and advertising campaign in
the Metropolitan Statistical Areas of New York, Los Angeles, SanFrancisco and Miami.
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VI. APPENDIX
TRAVEL SURVEY - QUESTIONNAIRE
Dick Pope Sr. Institute for Tourism Studies
University of Central Florida
Orlando, FL 32816
Hello. This is
We are conducting a survey
people's travel outside the United States and I need to
with the male or female head of the household.

about
speak

Would that be you?
SCREENING QUESTION:
Have you personally taken any vacation trips during the past five
years outside the United States to any country other than Mexico
or Canada?
1. No

2. Yes
IF ANSWERED "NO" DO NOT CONTINUE.

****************************************************************
Interviewer

~----------

Time interview begun- - - - - - - Time interview completed~-------~
LENGTH OF INTERVIEW- - - - - - - -minutes.
SMSA

------------~

Interview was conducted in:
English . . . . . . . . . . . . . . . . . 1
Spanish ................. 2
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1. How many overseas trips (outside the North American
continent) did you take in the past five years?
RECORD NUMBER

~~~~~~~~~

2. During what season do you usually take, or plan to take your
overseas vacation trips?
Winter ...••.....•...••.•...·
Spring. • • • • • . . . . . . . . . . . . • • .
Summer. • • • • • . . • . . . . . . . . • • . .
Fall. . . . . . . . . . . . . . . . . . . . . . .
Any season ..•••............
Don't know/no answer .......

1

2
3
4
5

o

3. On your overseas vacation trips, do you prefer to go on
organized group tours or plan your trip individually?
Organized .........••.......
Individual .••..............
Both. . . . . . • • . . . . . . . . . . . . . • .
Don't know/no answer .....•.

1
2
3
O

4. Who in your household usually chooses your vacation
destination?
Male. . . . . . . . . . . . . . . . . . . . . . .

1

Female. . . . . . . . . . • . . . . . . . . . .
Children ............•......
Male & female equally ......
All equally ................
Don't know/no answer .......

2
3
4
5

o

5. When planning the details of your overseas vacations, what
sources do you normally use for travel information?
(DO NOT READ, ALLOW MULTIPLE RESPONSES)

Airline . ................................. .
Travel Agency .......•..•••................
Travel club (AAA, Allstate, AARP, etc.) ...
Tour operator ...•..........•......•.......
Friends and relatives .....•...........••..
Brochures of destinations ................ .
Magazine articles ...................•.....
Newspaper articles ....•.•..........••.....
Travel guide books ......••••••.....•.....•
Magazine advertising ........•••........••.
Newspaper advertising ......•••...........•
Radio advertising. . . . . . . . . . . . . . . . . . . . . . . • •
TV advertising. . . . . . . . . . . . . . . . . . . . . . . • . . . .
My previous experience at destination .....
Other (SPECIFY)
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1
2
3
4
5
6

7
8
9
10
11
12
13
14
15

I'm going to read you some statements about vacation travel and
ask you to tell me, for each one, whether you agree strongly,
agree, disagree, or disagree strongly. If you neither agree nor
disagree, please tell me that also.
strongly
agree

agree

neither agree
nor disagree

strongly
disagree

disagree

5-----------4-----------3-------------2------------1
(0 = NO RESPONSE OR DON'T KNOW)
6.

The most important thing to me when I go
on vacation is to get a good value for
the money.
5

4

3

2

1

O

I like to go to vacation destinations
where there are beaches.

5

4

3

2

1

o

Accommodations and good restaurants
are important to the success of any
vacation trip.

5

4

3

2

1

o

Every vacation destination should
have shopping facilities

5

4

3

2

1

O

5

4

3

2

1

0

11. I would go on foreign vacations only to
countries that are friendly to the USA. 5

4

3

2

1

O

12. I would return to a destination where
I had a good time.

5

4

3

2

1

0

13. On vacations, big cities are more fun
than places that are tucked away from
metropolitan areas.

5

4

3

2

1

0

14. I take pride in traveling to places
where my friends have never been.

5

4

3

2

1

0

7.
8.

9.

10. Children are important when deciding

where to go on vacation.

15. I enjoy traveling to historical places 5

4

3

2

1

O

16. The nicest vacation is one where I can
just relax and do nothing.

5

4

3

2

1

o

17. The best vacations are those that have
a lot of nightlife.

5

4

3

2

1

o

18. I always like to mix with the local
people and experience the local customs 5

4

3

2

1

o
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19. One of the best parts of traveling is
to visit new cultures and new ways
of living.

5

4

3

2

1

0

5

4

3

2

1

0

5

4

3

2

1

0

20. I like to go on vacation to places

where there are a lot of activities
to do.
21. Crossing an international border is

exciting.
Now for some different kinds of questions.
22. Have you ever visited Spain?

Yes •......•• (CONTINUE) • • • . • . • . • . . . 2
No .••••••• (GO TO Q. 25) ••••....... 1
23. What was the main purpose of your most recent trip to Spain?

Vacation ..... ~ ..•..........••.....
Visiting friends or relatives .....
Business •...••••....•.....•..••...
Attend convention ..•..............
Study/formal schooling . . . . . . . . . . . .
Personal affairs. • . • • . . . . . . . • . . . . .
Other (SPECIFY)

1

2
3

4
5
6

7

24. Did your trip involve a tour package that included such
things as lodging, ground transportation, meals, or sightseeing?
Yes. . • • . • • • • . . . . • . • . . • • • • • . . .

2

No. . . • • • • . . . . . . . . . . . . . . . . . . . . 1
ASK EVERYONE:
25. How interested do you think you might be in going to Spain
within the next three years?

Not interested at all ..• (CONTINUE)
Not too interested .•.... (CONTINUE)
Fairly interested ..... (GO TO Q.27)
Very interested ....... (GO TO Q.27)
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.....
.....
.....
.....

1
2
3
4

26. Why wouldn't you be interested?
(ALLOW MULTIPLE RESPONSES)
Already been to Spain .•.••••..••........ 1
Too expensive ...•.•••••••••............. 2
Shortage of time ..•..•..............•... 3
Desire to see the USA first •••.......... 4
Desire to see other countries first ..... 5
Difficulties (customs, passport) ........ 6
Lack of Information ••••...•............• ?
Negative opinions about Spain .••........ 8
Other
.......•. 9

27. How long do you think it takes to fly from New York to Spain?
hours (PLEASE ROUND TO WHOLE HOURS).
28. What do you think it costs to fly between New York and Spain,
round trip?
Estimated airfare $

~~~~~~~~-

I'm going to read you some statements about vacationing in Spain.
Please tell me, for each one, whether you agree strongly, agree,
disagree, or disagree strongly. If you neither agree nor
disagree, please tell me that also.
strongly
agree

agree

neither agree
nor disagree

strongly
disagree

disagree

5-----------4-----------3-------------2------------1
(0 = NO RESPONSE OR DON'T KNOW)
29. Spain is a sunny destination.

5

4

3

2

1

0

30. Spain is famous for its beautiful
architecture.

5

4

3

2

1

0

31. Vacationing in Spain is like
vacationing in Mexico.

5

4

3

2

1

0

32. Spain is a boring place to visit.

5

4

3

2

1

0

33. Spain has beautiful beaches.

5

4

3

2

1

0

34. The food in Spain is very different
from the food in the U.S.A.

5

4

3

2

1

0

35. Spanish people are dishonest.

5

4

3

2

1

0

36. The U.S. dollar doesn't buy much
in Spain.

5

4

3

2

1

0
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37. Spain's cities provide a very
interesting vacation experience.

5

4

3

2

1

O

38. Compared to other European
countries, Spain is not a safe
place to visit.

5

4

3

2

1

O

39. Spain offers great shopping bargains.

5

4

3

2

1

o

40. Spain is a place where you can enjoy
night life, good restaurants,
dancing, and entertainment.

5

4

3

2

1

o

5

4

3

2

1

O

5

4

3

2

1

o

43. Spain is very similar to Latin America

5

4

3

2

1

O

44. Spain is inundated (flooded) by
European tourists.

5

4

3

2

1

O

45. Spanish hotels are not as modern and
comfortable as hotels in other
European countries.

5

4

3

2

1

O

46. Spanish people are hospitable
toward tourists.

5

4

3

2

1

o

47. Spain is an "out-of-the-way"
destination for American tourists
who travel to Europe.

5

4

3

2

1

o

48. Most people in Spain speak English.

5

4

3

2

1

O

49. Spain has a lot of historical sites
to visit.

5

4

3

2

1

o

50. Spanish people do not like Americans.

5

4

3

2

1

O

41. Spain is a poor country with a lot
of poverty.
42. There are hardly any modern roads
in Spain.

51. How often do you see, hear, or read advertising about travel
to Spain? Would you say ...
Never ...... (GO TO Q.53)
Rarely ....... (CONTINUE)
Occasionally.(CONTINUE)
Often ........ (CONTINUE)
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........
........
........
........

1
2
3
4

52. Where did you see or hear advertising about Spain?
(ALLOW MULTIPLE RESPONSES)
TV. • • • • • • • • • • • • • • • • • • • • • • • • • • • • 1
Radio. . . . . . . . . . . . . . . . . . . . . . . . . . 2

Newspapers. . . . . . . • . . • • • . . . . . . . .
Magazines •.•.......•••.........
Brochures ...•••..••......•..•..
Billboards •••...••.•..•........
Direct mail marketing (credit
cards, travel clubs) .•..•....
Other (SPECIFY)

3
4
5
6
7
8

53. What magazines do you or your spouse read regularly?
(DO NOT READ)
Bride's Magazine •...•..........
Business Week ................. .
Forbes . . . . . . . . . . . . . . . . . . . . . . . . .

Fortune . . . . . . . . . . . . . . . . . . . . . . . .
Golf Digest ............••......
Gourmet ......•......••••.......
Los Angeles Magazine .......... .
Modern Bride ..............•....
Newsweek .........•••.........•.
New York. . . . . . . . . . . . . . . • . . . . . . .
New Yorker ............••.......
Signature ....•••••.............
Ski . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Skin Diver . . . . . . . . . . . . . . . . . . . . .
Southern Living .........•......
Sunset . . . . . . . . . . . . . . . . . . . . . . . . .
Texas Monthly .••..........••...
Time . . . . . . . . . . . . . . . . . . . . . . . . . . .
Travel and Leisure •............
Travel Holiday ..•.......••..•..
Other (SPECIFY)~~~~~~~
Other (SPECIFY)~~~~~~~
Other (SPECIFY)~~~~~~~-

1
2

3
4
5
6
7
8
9

10
11
12

13
14
15
16
17
18
19
20
21

22
23

54. How likely is it that you will visit Spain in the next three
years? Would you say that you ...
Definitely wil 1. • • . . . . . • • • • • • . .
Probably will ..••......•....•..
Probably will not, or ..........
Definitely will not ....•.......
Don't know/no answer .•...••....
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4
3
2
1
O

55. If you were to visit Spain, would you prefer to go just to
Spain, or would you rather visit Spain and other countries?
Alone. . . . . . . . . . . . . . . . . . . . . . . . . . . 1
With other countries ............ 2
Don't know/no answer ...•........ o

The final questions are for classification purposes only.
56. Are you between the ages of:
18-29 . . . . . . . . . . . . . . . . . . . . .
30-39 . . . . . . . . . . . . . . . . . . . . .
40-49. . . . . . . . . . . . . . . . . . . . .
50-59 . . . . . . . . . . . . . . . . . . . . .
60-69. . . . . . . . . . . . . . . . . . . . .

1
2
3
4
5

70 and over ...•........... 6
Refused/no answer ......... O
57. Are you:
Single . . . . . . . . . . . . . . . . . . . .
Married . . . . . . . . . . . . . . . . . . .
Divorced/Separated ........
Widowed. • • • . . . . . . . . . . • . . . •
No answer .•...•••.........

1
2
3
4

o

58. Are there children under the age of 18 currently living in
your household?
Yes ......... (CONTINUE) . . • • 2
No ........ (GO TO Q.60) .... 1
59. How many children?
60. What is the highest level of education you have completed?
Grade school ..•...••....•..
Some high school ..•........
High school diploma ......•.
College degree. . . . . . . . . . • . .
Advanced degree ...••.......
No answer ••••.....•........
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1
2
3
4
5
O

61. Last year, was your total household income ••.
Under $10,000 .•••.••.......
$10-20,000 .•..••..••..••...
$20-30,000 ..•..............
$30-40,000 ...•••..•........
$40-50,000 ..••••...•..••...
$50-60,000 .•••.....•....•..
$60-70,000 ••••••..••...•..•
Over $70,000 .••............
No answer ...••••..•..••..•.

1
2
3
4
5
6
7
8

o

62. Besides English, what other languages can you speak or read?
Spanish. . • • • • • . . . . . . . . . . . . . .
F'rench ....••••.•••.••...••..
German. . • • • • . . • • • . . • • . . . . . . .
Italian. • . . . . . . . . . . . . . . . . . . .
Japanese •••....•............
Chinese. . . . . . . . . . . . . . . . . . . . .
Other (SPECIF'Y)

1
2
3
4
5
6
7

None. . . . . . . . . . . . . . . . . . . . . . . . 8

F'OR SPANISH INTERVIEWS ONLY: English ...•...•.............. 9
63. RECORD SEX OF' RESPONDENT:
Male. . . . . . . . . . . . . . . . . . . . . . . .

1

F'emale. . . . . . . . . . . . . . . . . . . . . . 2
Thank you very much for your time!
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